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Abstract 
Consumers often imagine what it would be like to own a new product. Does engaging in such thoughts on desired 
future impact consumers’ purchase intentions, and if so, what is the underlying process? This study sets out to 
investigate the posed questions by assessing self‐regulatory strategies consumers employ upon pondering on a 
desired future. Based on Oettingen’s fantasy realization model, the authors take a comparative approach of two 
modes on desired future—mental contrasting and indulging—en route to purchase intentions. In mental 
contrasting, an individual juxtaposes a desired future with his/her present reality, whereas, indulging is simply 
envisioning a desired future. Contingent upon the perceived likelihood of fantasy realization, consumers in the 
mental‐contrasting condition adjust their level—that is, high (low) for high (low) feasibility case—in goal 
commitment as well as in energization to achieve the desired future. In contrast, consumers in the indulging 
condition engage in moderate level of goal commitment—irrespective of the likelihood of fantasy realization. In a 
series of experiments, this study scrutinizes the fantasy realization model in context of attribute 
alignability/nonalignability, uncertainty in attribute meaningfulness and novelty, technological and psychological 
obsolescence en route to affecting the consumers’ product purchase/upgrade intentions. Conceptually, this study 
is the first to adapt the fantasy realization model to the marketing context, and the authors provide managerial 
implications of their key findings.  
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1 INTRODUCTION 
Consumers invariably imagine what it would be like to own a new product—a thought process often set in motion 
by intrinsic trigger(s) (e.g., their currently owned product’s substandard performance) and/or by extrinsic one(s) 
(e.g., that aspirational lifestyle featured with the new product in a recently viewed advertisement). For marketers, 
although raising the consumer in awareness, interest, or desire for their product is important, ultimately the litmus 
test is converting the consumers’ engagement into action or purchase—as stipulated by the AIDA model. The 
likelihood of transitioning from the desire stage to action, however, may be largely contingent upon the 
consumer’s self‐regulation strategies (Oettingen, 1996; Oettingen, Marquardt, & Gollwitzer, 2012).  
According to the fantasy realization model (Oettingen, 2000; Oettingen, Pak, & Schnetter, 2001), consumers may 
engage in two types of self‐regulatory thoughts that entail elaborating on the desired future: mental contrasting 
and indulging. As the label implies, mental contrasting occurs when an individual mentally juxtaposes a desired 
future with the reality that may impede its realization. For instance, an individual will first elaborate on a desired 
future (e.g., getting into a top‐ranked MBA program) and then cogitate on the current reality that may pose 
challenges in achieving the desired future (e.g., scoring well on the GMAT examination or coping with school 
interview jitters). If the individual deems the feasibility—that is, expectation of success—of attaining this desired 
future as high (low), then he or she will engage in a strong (weak or no) level of goal commitment as well as 
energized goal striving (henceforth energization). All in all, mental contrasting is a very efficient strategy of 
resource allocation (i.e., time, effort, and money) that is contingent upon the perceived likelihood of reaching the 
desired goal.  
The other self‐regulatory thought on a desired future is indulging. In this mode, the individual simply envisions a 
desired future—that is, without giving any consideration to the current reality. In essence, this person is engaging 
in a form of wishful thinking. As there is no conjoint comparison of the desired future with the present reality, the 
feasibility (i.e., expectation of success) notion does not come into play. To this end, individuals do not associate 
goal commitment or goal striving with the likelihood of attaining the desired future. Subsequently, individuals in 
the indulging mode have been shown to commit a moderate level of engagement—irrespective of the perceived 
expectation of success or failure in goal attainment.  
Despite the evident implication of the fantasy realization model to marketing issues, the accumulated body of 
work on the topic has been wholly studied within realm of the social psychology to date. It is our contention that 
the fantasy realization model can provide a better understanding of consumers’ decision making in the context of 
new product purchase—especially in the product upgrade decisions where the currently owned products are often 
compared against the newly available models. This study adopts the approach by Im and Workman (2004) that all 
firms introduce new products that are “creative” to varying degrees—and the value added from such creativity 
stems from two dimensions: meaningfulness and novelty (Im & Workman, 2004; Im, Bhat, & Lee, 2015).  
According to Im et al. (2015), the meaningfulness dimension maps onto the notion of “exploitation of old 
certainties” and novelty dimension onto “exploration of new possibilities” in line with March’s (1991) theory on 
new information learning. Following this dual‐route framework, the authors employ “old certainties” as alignable 
attributes and “new possibilities” as nonalignable attributes in their investigation of how mental contrasting 
affects a consumer’s energization, and in turn, purchase intention.  
In the following, this study provides a conceptual development on how the fantasy realization for desired future 
(mental contrasting and indulging) affects consumer’s self‐regulation strategies, which in turn, ultimately impacts 
the product purchase/upgrade intentions. Our key finding is that mental contrasting (vis‐à‐vis indulging) is more 
conducive to elevating consumers’ upgrade intentions. Furthermore, as new products typically carry a level of 
ambiguity from the consumers’ standpoint, they underscore the role of uncertainty of information as a key 
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moderator in their proposed framework. Finally, the authors provide a discussion on theoretical and managerial 
contributions of their findings, and conclude with limitations and directions for future research.  
 
2 CONCEPT DEVELOPMENT AND HYPOTHESES 
Expectations about product creativity fall into two categories or dimensions: meaningfulness and novelty (Im et 
al., 2015; Lehnert, Till, & Ospina, 2014; Rubera, Ordanini, & Mazursky, 2010; Smith, MacKenzie, Yang, 
Buchholz, & Darley, 2007). Consumers’ expectations are aligned with what the product offers.1 The firm may 
therefore choose to improve the product, marketing it differently to persuade consumers to make a purchase. The 
product may be enhanced either by the improvement of its attributes or by the addition of new attributes (Okada, 
2006; Zhou & Nakamoto, 2007). Alignable attributes are those retained in the new version after unnecessary or 
rarely used attributes have been eliminated. This elimination is sometimes necessary to make room for new 
attributes and differentiate new versions from the old (Okada, 2006). As previously mentioned, consumers expect 
certain alignable attributes to be present in a new product; other, nonalignable attributes may not be expected. The 
moderating role of uncertainty regarding product creativity is discussed in this section. In addition, an obstacle to 
impeded reality is conceptually developed as an example of perceived obsolescence (Cooper, 2004; Grewal, 
Mehta, & Kardes, 2004; Levinthal & Purohit, 1989), specifically corresponding to consumer expectations about 
product creativity.  
2.1 Alignable attributes and uncertainty 
While alignable attributes are often deterministic, functional, and important, nonalignable attributes are more 
likely to be marginal, hedonic, and trivial (Sun, Keh, & Lee, 2012; Zhang & Markman, 1998). For the products 
being used, cognitive attitudes and expectations may be formed regarding alignable attributes and how they can 
be more meaningful (Gentner & Markman, 1997). As consumers become familiar with these products, they 
develop their own ideal points for each alignable attribute and expect critical enhancements in each attribute. 
Uncertainty develops within a range unique to each individual. To offset this uncertainty, consumers judge the 
feasibility of each purchase insofar as it corresponds to their own ideal points. For example, even when a product 
is developed with a battery that lasts longer than did the battery in the previous product, consumers may still be 
uncertain about whether the battery works well enough for all of the product’s features and options. Frequently 
used features and options, even basic features such as cut and paste, may also suddenly be more difficult to use in 
the new version; those who upgrade to the next version may be puzzled by the change. Complexity may be 
detrimental to ease‐of‐use (meaningfulness), which affects consumer judgment and increases inferred learning 
costs (Mukherjee & Hoyer, 2001). As inferences about the latest version of a product are based on a consumer’s 
ideal points, and as a product has multiple consumers, the uncertainty involved in the process of product 
development may present challenges for manufacturers. Alignable attributes represent meaningfulness and are 
related to consumer expectations regarding product meaningfulness. Those who were happy with the previous 
version may prefer not to exert effort to learn how to use a new version of a product for the mere sake of 
upgrading. Accordingly, uncertainty about the meaningfulness of a product’s alignable attributes has a negative 
effect on the willingness to replace that product.  
As meaningful alignable attributes are important in decisions regarding upgrading, expectations about these 
attributes based on currently felt obsolescence prime consumers for deliberation about their desired future through 
the process of mental contrasting. As expectations increase, consumers who engage in mental contrasting may be 
more willing to upgrade to a new version. Uncertainty about the meaningfulness of alignable attributes, however, 
may attenuate a consumer’s willingness to upgrade. On the other hand, indulging fosters expectations about only 
                                                          
1 The terms “individuals” and “consumers” are interchangeable in this paper. 
 4 
 
 
the meaningfulness of alignable attributes. If the product does not live up to an ideal, indulging consumers may be 
less willing to upgrade to a new version. Accordingly, the authors present the following hypotheses: 
H1.As expectations about the meaningfulness of a product’s alignable attributes increase, consumers who engage 
in mental contrasting become more willing to replace the product compared with those who are indulging.  
H2.Uncertainty about the meaningfulness of the alignable attributes of a product negatively moderates consumer 
expectations and willingness to replace the product.  
2.2 Nonalignable and uncertainty 
In many cases, no point of reference is available on which to base inferences about nonalignable attributes. When 
consumers feel uncertain about a set of attributes, they may at first be inclined to interpret them optimistically and 
posit unforeseen benefits (Nam, Wang, & Lee, 2012). Although these potential benefits are trivial, they may 
increase intrinsic motivation to seek hedonic rewards (i.e., novelty) beyond the expected alignable attributes, 
which are salient (deterministic) and form the main part of the product. In other words, although the main benefits 
of the product are derived from its alignable attributes (Brown & Carpenter, 2000) and consumers often avoid 
products with added attributes due to the extra cost despite the extra hedonic value they offer (Higgins, 1999), if 
they are curious about the newly added attributes enough to be affectively referred, they may start to pursue 
novelty, which will influence their assessment of product creativity.  
When consumers are curious about a product and its nonalignable attributes, they may try to process available 
information (Alba & Hutchinson, 1987; Im et al., 2015; Maheswaran & Sternthal, 1990; Nam et al., 2012; Sujan, 
1985). They may not look at the nonalignable attributes separately from the alignable ones, with both of which the 
upgraded product is already equipped, but may rather evaluate the product holistically (Bertini, Ofek, & Ariely, 
2008).  
Higher expectations about the novelty of a product and its nonalignable attributes may motivate an individual 
engaging in mental contrasting to replace a product. However, as more information regarding the product’s 
nonalignable attributes becomes available, expectations about the novelty of these attributes may decrease along 
with the likelihood of replacement (Bar‐Hillel & Budescu, 1995; Krizan & Windschitl, 2007; Norton, Frost, & 
Ariely, 2007; Ziamou & Ratneshwar, 2002); uncertainty about product novelty may positively moderate 
expectations and willingness to replace a product. On the other hand, individuals engaging in the self‐regulatory 
mode of indulging may be less willing to replace the product based on their expectations about its novelty. Thus, 
the authors present the following hypotheses:  
H3.As expectations about the novelty of a product’s nonalignable attributes increase, consumers who engage in 
mental contrasting become more willing to replace the product compared with those who are indulging.  
H4.Uncertainty about the novelty of a product’s nonalignable attributes positively moderates consumer 
expectations and willingness to replace the product.  
2.3 Energization and uncertainty 
In this paper, two modes of self‐regulatory thought are examined: mental contrasting and indulging, both of which 
are visualization strategies intended to affect behavior. Mental contrasting and indulging differ in terms of the 
amount of energy exerted and willingness to replace a product. This study finds that mental contrasting is more 
conducive to replacing products than is indulging. Energization is a specific feeling related to motivation 
reinforcement that is produced in individuals who engage in mental contrasting (Elliot, 2006; McClelland, 1985; 
Oettingen et al., 2009). If a goal‐related cue is approached or avoided, energization resulting from mental 
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contrasting may mobilize an individual to change his or her behavior. Greater energization may therefore expedite 
willingness to replace a product.  
Furthermore, as discussed earlier, uncertainty moderates the relationship between expectancy and energization as 
follows: Uncertainty has a negative effect on expectations about product meaningfulness based on alignable 
attributes and a positive effect on expectations about product novelty based on nonalignable attributes. Since 
energization is a specific feeling experienced by consumers who engage in mental contrasting, uncertainty affects 
only these types of consumers. The moderating role of uncertainty is related to expectations about product 
creativity. Thus, the authors present the following hypotheses: 
H5.Energization mediates the relationship between expectations about product creativity (moderated by 
uncertainty) and willingness to replace the product only for consumers who engage in mental contrasting.  
H5.1.Energization mediates the relationship between expectations about product meaningfulness based on 
alignable attributes (negatively moderated by uncertainty) and willingness to replace the product for consumers 
who engage in mental contrasting; however, the opposite is true for those who engage in indulging.  
H5.2.Energization mediates the relationship between expectations about product novelty based on nonalignable 
attributes (positively moderated by uncertainty) and willingness to replace the product for consumers who engage 
in mental contrasting; however, the opposite is true for those who engage in indulging.  
 
3 EXPERIMENT 1 
3.1 Methods 
A total of 297 (113 female) students from a Korean University participated in return for a monetary reward. 
Subjects had a mean age of 23.79 years (SD = 2.32, range: 19–31 years). They used a 2 (self‐regulatory thought: 
mental contrasting vs. indulging) × 2 (attributes: alignable attributes vs. nonalignable attributes) factorial design.  
3.2 Procedure 
The experiment consisted of three parts. To simulate a purchase situation, participants were asked to indicate how 
frequently they like to upgrade their smartphones and specify how many alternatives they normally consider when 
purchasing a smartphone. Then, they were asked to imagine a situation in which they had used a smartphone long 
enough to be ready for an upgrade. They were presented with a few models to choose from for the next upgrade 
(see Figures 1 and 2). Participants in the alignable attribute condition were provided with information on the 
battery life span (high‐capacity 6,000 mAh battery) and camera features (18 megapixels and F1.7 lens). Subjects 
in the nonalignable attribute condition were provided with information on the dual camera lens and solar‐powered 
battery function. Participants read the given attribute information and answered questions regarding their 
expectations about the meaningfulness of the product’s alignable attributes and the novelty of its nonalignable 
attributes.  
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Figure 1 The stimuli of alignable attributes used in 
Experiment 1 
Figure 2 The stimuli of nonalignable attributes used in 
Experiment 1 
 
To measure expectations about meaningfulness and novelty, participants were asked to rate the meaningfulness 
and novelty of the product update on a 7‐point scale ranging from 1 (not at all) to 7 (very much). Scales for 
measurement of expectations about product meaningfulness (Cronbach’s α = 0.852) and novelty (Cronbach’s α
 = 0.940) were adapted from Im et al. (2015). Participants were asked to rate their expectations about 
meaningfulness using four items (i.e., “This product is useful for customers,” “This product increases value to 
customers,” “This product is relevant to customer needs,” and “This product serves a purpose for customers”). 
Similarly, participants were asked to rate their expectations about novelty using four items (i.e., “This product is 
really out of the ordinary,” “This product provides something not commonly found,” “This product incorporates 
new ideas/concepts,” and “This product has unique features”).  
In the second part of the experiment, two experimental conditions were established (i.e., the mental‐contrasting 
condition and indulging condition). All participants were asked to write keywords representing four positive 
aspects they might experience in the future if they bought the new product (smartphone) and four negative aspects 
of their current reality if they continued to use the old product. Based upon the answers given, participants in the 
mental‐contrasting condition were asked to deliberate and write about two positive aspects of the future and about 
two negative aspects of their reality. Conversely, participants in the indulging condition elaborated only on four 
positive aspects of the future. 
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In the third part of the experiment, participants were asked to answer questions about their degree of energization, 
feelings of uncertainty, and purchase intention. To obtain a measure of energization (Cronbach’s α = 0.852), the 
questions were asked, “How excited do you feel with respect to purchasing the new product?” and “How 
energetic do you feel with respect to purchasing the new product?” Responses were scored on a scale ranging 
from 1 (not at all) to 7 (very much). To assess uncertainty (Cronbach’s α = 0.892), the questions were asked, 
“How uncertain are you about the value of the new product attributes?” and “Are you uncertain that the new 
product will offer the expected value?” Responses were scored on a scale ranging from 1 (least uncertain) to 7 
(most uncertain). Participants also rated their purchase intention on a 7‐point scale ranging from 1 (not at all) to 7 
(very much), indicating the likelihood that they would consider purchasing the product.  
Finally, this study checked for the validity of the attributes (Cronbach’s α = 0.852) by asking participants to 
respond to the statement, “I expected this attribute to be included in the previous smartphone,” (1 = not at all and 
7 = very much). This study also checked their responses to the statement, “I am surprised to learn that the 
smartphone did not include this attribute as a standard part of the package” (1 = not at all surprised and 7 = very 
surprised).  
3.3 Results 
3.3.1 Manipulation check 
To verify that the authors had manipulated the data on the participants’ beliefs about the attributes as intended, 
they conducted an independent sample t test. The results showed that participants in the alignable attributes 
condition perceived new product attributes to be significantly more standard and common than those in the 
nonalignable attributes condition: Malignable = 5.36 versus Mnonalignable = 3.31, t(295) = 12.326, p < 0.01.  
3.3.2 Alignable attributes 
This study expected that as expectations about product meaningfulness increase, mental contrasting would 
increase willingness to replace the product compared to indulging. In the mental‐contrasting condition, 
expectations about product meaningfulness predicted purchase intention: β = 0.496, t(69) = 2.961, p < 0.01. The 
higher the expectations about product meaningfulness, the higher the purchase intention. However, in the 
indulging condition, expectations about product meaningfulness did not predict purchase intention: β = −0.306, 
t(72) = −1.596, p > 0.10. Furthermore, the relationship between expectations and purchase intention in the mental‐
contrasting condition was stronger than in the indulging condition, t(141) = 3.149, p < .01; Figure 3, left‐hand 
side. Therefore, H1 was supported.  
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Figure 3 Regression lines depict the link between the expectations about product meaningfulness (novelty) and 
purchase intention on the left(right)‐hand side in the frame of mental contrasting versus indulging 
Next, this study used the hierarchical moderated regression method to test H2. This study is presuming that all 
variables (with the exception of the purchase intention) have been centered at their mean values to reduce 
multicollinearity (Aiken & West, 1991). The results of the analysis indicate that expectations about product 
meaningfulness, β = 0.001, t(141) = 0.013, p > 0.10, and uncertainty, β = −0.055, t(141) = −0.747, p > 0.10, did not 
predict purchase intention. The interaction term, however, did predict purchase intention: β = −0.203, 
t(141) = −3.921, p < 0.01; R2 = 0.097, F(1, 141) = 15.372, p < 0.01. Using two‐way analysis of variance 
(ANOVA), this study also examined the specific effects on purchase intention of the interaction between 
expectations about product meaningfulness and uncertainty. Participants were divided into two distinctive groups 
according to the mean value of 4.662 for expectations about product meaningfulness and the mean value of 3.993 
for uncertainty. The results showed that main effects of the expectations about meaningfulness, F(1, 141) = 2.072, 
p > .10, and uncertainty, F(1, 141) = 1.207, p > 0.10, were not significant. However, the interaction effect was 
significant: F(1, 141) = 12.804, p < 0.01. As predicted, expectations about product meaningfulness differed 
between the low‐ and high‐uncertainty groups. When expectations about product meaningfulness were high, 
purchase intention for participants perceiving low uncertainty was higher than for those perceiving high 
uncertainty: Mlow = 5.091, Mhigh = 3.914, F(1, 66) = 10.818, p < 0.01. However, when expectations about product 
meaningfulness were low, there was no significant difference between participants perceiving low uncertainty and 
those perceiving high uncertainty: Mlow = 3.829, Mhigh = 4.452, F(1, 75) = 3.141, p > 0.05. Figure 4 shows that 
uncertainty about product meaningfulness negatively moderates expectations and willingness to replace the 
product. Therefore, H2 was supported.  
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Figure 4 Purchase intention as a function of expectations about product meaningfulness and uncertainty; 
*p < .05 and **p < .01  
Next, this study examined whether the interaction term of expectations about product meaningfulness and 
uncertainty affected purchase intention through energization. Specifically, this study utilized a mediated 
moderation model, in which energization showed the effect of interaction of these two variables on purchase 
intention. This study used Hayes’s (2012) PROCESS bootstrapping command with 5,000 resamples (model 8) to 
test for the indirect effect (Preacher, Rucker, & Hayes, 2007) of the interaction term on purchase intention through 
energization. The results of the analysis revealed that the effect on purchase intention of the interaction term, 
β = −0.192, t(67) = −2.360, p < 0.05, was reduced after energization was included in the model, β = −0.103, 
t(66) = −1.281, p > 0.10, and that the indirect effect of this interaction was significant in the mental‐contrasting 
condition: β = −0.090, SE = 0.044, 95% CI: −0.194 to −0.020. Because zero is not within the 95% CI, the indirect 
effect is significantly different from zero at p < 0.05; this is evidence of mediated moderation (see Figure 5). 
However, the indirect effect was not significant in the indulging condition (β = −0.014, SE = 0.024, 95% CI: 
−0.100 to 0.009) because zero is within the 95% CI. Thus, H5.1 was supported.  
 
 
Figure 5 Mediated moderation model: expectations about product meaningfulness moderated by uncertainty 
predicts purchase intention through the mediating role of energization in the mental‐contrasting condition 
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3.3.3 Nonalignable attributes 
This study expected that as expectations about product novelty increased, mental contrasting would increase 
willingness to replace the product compared with indulging. In the mental‐contrasting condition, expectations 
about product novelty predicted purchase intention: β = 0.881, t(74) = 5.594, p < 0.01. The higher the expectations 
about product novelty, the higher the purchase intention. Conversely, in the indulging condition, expectations 
about product novelty did not predict purchase intention: β = −0.086, t(74) = −0.428, p > 0.10. Furthermore, the 
relationship between expectations about product novelty and purchase intention was stronger in the mental‐
contrasting condition than in the indulging condition: t(148) = 3.800, p < 0.01; Figure 3, right‐hand side. Thus, H3 
was supported.  
Next, this study conducted a hierarchical moderated regression analysis to test H4. All predictor variables were 
centered at their mean values. The results of the analysis indicate that expectations about product novelty, 
β = 0.310, t(148) = 2.862, p < 0.01, and uncertainty, β = 0.171, t(148) = 2.102, p < 0.05, predicted purchase 
intention. The interaction term also predicted purchase intention: β = 0.152, t(148) = 2.462, p < 0.05; R2 = 0.037, 
F(1, 148)= 6.063, p < 0.05.  
Using two‐way analysis of variance (ANOVA), this study also examined specific effects on purchase intention of 
the interaction between expectations about product novelty and uncertainty. Participants were categorized into 
two distinctive groups by the mean value of 4.799 for expectations about product novelty and the mean value of 
4.250 for uncertainty. The results showed that the two variables, expectations about product novelty, F(1, 
148) = 3.377, p > 0.05, and uncertainty, F(1, 148) = 1.859, p > 0.10, were not significant. However, the interaction, 
F(1, 148) = 5.358, p < 0.05, was significant. As predicted, participants with high expectations about product 
novelty differed according to the level of uncertainty. When expectations about product novelty were high, 
participants perceiving high uncertainty were more willing to replace the product than those perceiving low 
uncertainty: Mlow = 3.806, Mhigh = 4.791, F(1, 77) = 8.677, p < 0.01. When expectations about product novelty were 
low, however, there was no significant difference according to the level of uncertainty: Mlow = 3.933, 
Mhigh = 3.679, F(1, 71) = 0.360, p > 0.10. Figure 6 shows that uncertainty positively moderates expectations about 
product novelty and willingness to replace the product. Thus, H4 was supported.  
 
Figure 6 Purchase intention as a function of expectations about product novelty and uncertainty; 
*p < 0.05 and **p < 0.01  
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Next, this study tested a mediated moderation model, in which energization showed the effect on purchase 
intention of expectations about the interaction between product novelty × uncertainty. The results of the analysis 
revealed that the effect on purchase intention of the interaction term, β = 0.231, t(72) = 3.227, p < 0.01, was 
reduced after energization was included in the model, β = 0.138, t(71) = 1.750, p > 0.05, and that the indirect effect 
of this interaction was significant, β = 0.171, SE = 0.081, 95% CI: 0.054–0.381, in the mental‐contrasting 
condition. Because zero is not within the 95% CI, the indirect effect is significantly different from zero at 
p < 0.05; this is evidence of mediated moderation (see Figure 7). However, the indirect effect was not significant 
in the indulging condition, β = −0.010, SE = 0.034, 95% CI: −0.090 to 0.050, because zero is within the 95% CI. 
Thus, H5.2 was supported.  
 
 
Figure 7 Mediated moderation model: expectations about product novelty moderated by uncertainty predicts 
purchase intention through the mediating role of energization in the mental‐contrasting condition 
3.4 Discussion 
As a result of Experiment 1, this study discovered that mental contrasting combined with expectations about 
product creativity (meaningfulness and novelty) resulted in more willingness to replace a product compared to the 
indulging condition. Upgrading to the next version is tied to product creativity, which can be evaluated with 
respect to attribute alignability (Amabile, 1983; Sun et al., 2012; Zhang & Markman, 1998). In addition, product 
creativity comprises two dimensions: meaningfulness and novelty, which are formed by two types of attributes: 
alignable and nonalignable attributes, respectively.  
Energization was observed as a mediating variable occurring in the mental‐contrasting condition compared to the 
indulging condition, emotionally influencing participants to replace the product (Sevincer & Oettingen, 2013). 
Furthermore, the authors found that energization increases (decreases) under conditions of less (more) uncertainty 
regarding expectations about the meaningfulness of alignable attributes. Conversely, energization increases 
(decreases) under conditions of more (less) uncertainty regarding expectations about the novelty of nonalignable 
attributes. This finding was evidenced in the mediated moderation model reported in the previous section.  
In addition, this study also looked at the cognitive structure of mental contrasting involved in upgrading to the 
next version of the product. Individuals may imagine their desired future (in the form of a meaningful upgrade or 
as a novel feature newly introduced) in a specific area such as camera performance or iris recognition. They form 
their own expectations about that future; however, they may not strive for it. That is, since expectations are 
extrinsically driven, if individuals think too much about them, they can unintentionally undermine the 
achievement of their own goals (Fishbach & Choi, 2012). In order for expectations to be fulfilled, the motivation 
to achieve the desired future should be reinforced by having to overcome present obstacles (e.g., technological 
obsolescence due to limited battery lifetime, or psychological obsolescence due to a recent change in design), 
which stand in the way of realizing the future. Under such circumstances, individuals selectively pursue their 
desire future by adopting the self‐regulatory strategy of mental contrasting, which encourages goal pursuit due to 
the high strength of the association between the obstacle and instrumental behavior (means) in the specific area 
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(e.g., a smartphone with extended battery lifetime; a smartphone with iris recognition). Otherwise, mental 
contrasting does not work.  
As discussed earlier, perceived obsolescence is defined as a loss in perceived value of the product currently being 
used (Levinthal & Purohit, 1989). There are two types: technological obsolescence and psychological 
obsolescence. Technological obsolescence is a loss in the perceived value arising from technological limitations, 
such as unexpected breakdown due to a high‐capacity battery deficit or poor image resolution. On the other hand, 
psychological obsolescence is a loss in perceived hedonic value, as manifested by feelings of dislike, repulsion, 
boredom, or satiety. Mental contrasting is a time‐dependent self‐regulatory mode, in which expectations about 
product creativity are activated to offset the feelings of obsolescence about the product currently being used. 
Expectations about product meaningfulness are concrete, specific, and contextualized at a low construal level, 
which fits with technological obsolescence. By contrast, expectations about product novelty are abstract, holistic, 
and decontextualized at a high construal level, which fits with psychological obsolescence (Trope & Liberman, 
2003, 2010). Thus, the authors present the following hypotheses:  
H6.Obsolescence is spontaneously associated with expectations about product creativity (meaningfulness and 
novelty).  
H6.1.Technological obsolescence is more strongly associated with expectations about product meaningfulness 
than psychological obsolescence.  
H6.2.Psychological obsolescence is more strongly associated with expectations about product novelty than 
technological obsolescence.  
Mental contrasting occurs either if an individual has high expectations about product meaningfulness followed by 
feelings about technological obsolescence or if he/she has high expectations about product novelty followed by 
feelings about psychological obsolescence. Within the mental‐contrasting framework, strength of association is a 
cognitive measure related to both expectations about product creativity and present obsolescence. Evaluating 
these constructs at the construal level, this study sees that the association is even stronger than before. As a result, 
individual goal pursuit may be selective and specific. That is, a stronger association due to construal fit may 
expedite willingness to replace a product. Thus, the authors present the following hypotheses: 
H7.Strength of association and energization sequentially mediate the relationship between the expectations about 
product creativity × uncertainty interaction and willingness to replace the product for consumers who engage in 
mental contrasting.  
H7.1.Strength of association about alignable attributes and energization sequentially mediate the relationship 
between the expectations about product meaningfulness × uncertainty interaction and willingness to replace the 
product for consumers who engage in mental contrasting due to technological obsolescence.  
H7.2.Strength of association about nonalignable attributes and energization sequentially mediate the relationship 
between the expectations about product novelty × uncertainty interaction and willingness to replace the product 
for consumers who engage in mental contrasting due to psychological obsolescence.  
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4 EXPERIMENT 2 
4.1 Method and pretest 
A total of 232 (106 female) students from a Korean University participated in return for a monetary reward. 
Subjects had a mean age of 23.72 years (SD = 3.28, range: 19–33 years). This study looked at consumers’ 
intention to replace a laptop computer in Experiment 2, conducting tests of Hypotheses 6 and 7 both in the 
technological obsolescence condition and the psychological obsolescence condition. That is, to see whether the 
strength of attributional association differed in the given conditions, participants were presented with alignable 
and nonalignable attributes at the same time to choose from for the next upgrade. Thirty students were asked to 
answer questions for the manipulation check related to product attributes. Measure items were scored on a 7‐point 
scale ranging from 1 (nonalignable) to 7 (alignable), as in Experiment 1 (Cronbach’s α = 0.924). A one‐sample 
test was conducted using a value of 4, where a processor (M = 5.600), storage capacity (M = 5.500), and weight 
(M = 5.667) were perceived to be alignable attributes, and where 360° turnaround mode (M = 3.450), wireless 
charging (M = 3.450), and a touch bar (M = 3.417) were perceived to be nonalignable attributes (all p < 0.01).  
4.2 Procedure 
The experiment consisted of three parts. To simulate a purchase situation, participants were asked to indicate how 
frequently they would like to upgrade their laptop computers and specify how many alternatives they normally 
consider when purchasing a laptop computer. Then, they were asked to imagine a situation in which they have 
used a laptop computer long enough to be ready for an upgrade. They were presented with information about 
three alignable and three nonalignable attributes for the new laptop computer (see Figures 8 and 9). Participants 
read the given attribute information and answered questions regarding their expectations about the 
meaningfulness (Cronbach’s α = 0.794) and novelty (Cronbach’s α = 0.866) of the product.  
In the second part of the experiment, this study established two experimental conditions (i.e., the technological 
obsolescence condition and psychological obsolescence condition). In the technological obsolescence condition, 
participants were asked to imagine the following scenario: 
It has been quite a while (3–4 years) since I purchased a notebook computer. When I go out I always carry the 
notebook computer not only for project and presentation preparation, but also for a lot of other purposes such as 
games, news, SNS, photoshop, film‐making, and programming. However, these days my notebook computer seems 
to be malfunctioning; its task speed is low and it commits errors often in implementing recent new programs. In 
the past reformatting the storage space has improved the situation, but this strategy seems no longer to be 
effective. Into the bargain, the storage space of 80 GB is not enough to update programs or to keep all necessary 
previously created files. I feel that my notebook is becoming obsolete.  
In the psychological obsolescence condition, participants were asked to imagine the following scenario. 
It has been quite a while (3–4 years) since I purchased a notebook computer. When I go out I always carry the 
notebook computer not only for project and presentation preparation, but also for a lot of other purposes, such as 
games, news, SNS, photoshop, film‐making, and programming. Because I do a lot of work with my notebook 
computer, I am very interested in new information on the novel and innovative technologies with which it is 
equipped. Whenever I see them, I am eager to replace my computer with a new one. Unlike the computer I 
purchased several years ago, the ones that have come out on the market are of excellent design and metallic 
material with an attractive feel. I want versatile experiences with a state‐of‐the‐art technology‐laden notebook 
computer. I want to be an early adopter. I feel that my notebook is becoming obsolete.  
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Figure 8 Stimuli of alignable attributes used in Experiment 2 Figure 9 Stimuli of nonalignable attributes used in 
Experiment 2 
 
Participants were asked to answer the two questions, “Did you perceive technological obsolescence?” and “Did 
you perceive psychological obsolescence?” Responses were scored on a 7‐point scale ranging from 1 (not at all) 
to 7 (very much).  
In the third part, this study established the mental‐contrasting condition. Participants were asked to write in 
keywords about four positive aspects they might experience in the future if they bought the new product (a 
laptop), and about four negative aspects of their current reality if they continued to use the old product. Based 
upon the answers made, participants were asked to deliberated and write about two positive aspects of the future 
and about two negative aspects of their reality. 
In the fourth part, participants were asked to rate their uncertainty (Cronbach’s α = 0.886), energization 
(Cronbach’s α = 0.820), purchase intention on a 7‐point scale as in Experiment 1.  
Finally, before measuring the strength of association, this study directed all participants to engage in an unrelated 
task for about 5 min, a task that required them to solve several puzzles with some level of difficulty. Afterwards, 
they were asked to imagine that they had purchased the notebook computer described previously and to recall its 
attributes or functions, especially those that came to mind first regardless of whether they were alignable or 
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nonalignable. To measure association strength, a value of 0 was assigned when an alignable attribute was recalled 
first; a value of 1 was assigned when a nonalignable attribute was recalled first (Cohen, 1966).  
4.3 Results 
4.3.1 Manipulation check 
Participants in the technological obsolescence condition (M = 5.455) turned out to perceive technological 
obsolescence more than those in the psychological obsolescence condition: M = 4.750, F(1, 230) = 10.289, 
p < 0.01. On the other hand, participants in the psychological obsolescence condition (M = 5.458) turned out to 
perceive psychological obsolescence more than those in the technological obsolescence condition: M = 4.679, 
F(1, 230) = 13.453, p < 0.01. This suggests that the obsolescence manipulation was successful.  
4.3.2 Technological obsolescence 
This study expected technological obsolescence to be more strongly associated with expectations about product 
meaningfulness than psychological obsolescence. 
In the technological obsolescence condition, expectations about product meaningfulness predicted the strength of 
the association with alignable attributes: β = −0.135, t(110) = −3.285, p < 0.01. Conversely, in the psychological 
obsolescence condition, expectations about product meaningfulness did not predict the strength of the association 
with alignable attributes: β = 0.049, t(118) = 1.012, p > 0.10. Furthermore, the relationship between expectations 
about product meaningfulness and the strength of the association with alignable attributes was stronger in the 
technological obsolescence condition than in the psychological obsolescence condition: t(228) = −2.892, p < 0.01. 
Therefore, H6.1 was supported.  
Next, this study expected that the strength of the association and energization would sequentially mediate the 
relationship between interaction term (expectations about product meaningfulness and uncertainty) and 
willingness to replace the product for consumers who engage in mental contrasting due to technological 
obsolescence. This study conducted the analysis after mean‐centering all variables. The results of the analysis 
revealed that the indirect effect on purchase intention was significant (β = −0.014, SE = 0.009, 95% CI: −0.039 to 
−0.001; 5,000 bootstrap resamples). Table 1 shows the results of sequential mediation model in technological 
obsolescence. Therefore, H7.1 was supported.  
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Table 1. Results of the sequential mediation model of association strength and energization due to technological 
obsolescence  
 
Model 1 Model 2 Model 3 
Strength of association 
(M1) 
Energization 
(M2) Purchase intention (Y) 
β t β t β t 
Independent variables 
Meaningfulness × uncertainty 
(X) 
0.077 2.246* −0.016 −0.170 −0.130 −2.628** 
Strength of association   −1.140 −4.367** −0.239 −1.644 
Energization     0.163 3.325** 
Control variables 
Meaningfulness −0.136 −2.603** 0.190 1.282 0.060 0.776 
Novelty 0.009 0.175 0.104 0.774 0.121 1.756 
Uncertainty 0.088 3.026** 0.029 0.348 −0.246 −5.749** 
Novelty × uncertainty −0.050 −0.463 0.007 0.076 0.011 0.234 
Effects Paths 
Confidence interval 
(95%) 
Direct X → Y [−0.233, 0.004] 
Indirect 1 X → M1 → Y [−0.075, 0.003] 
Indirect 2 X → M1 → M2 → Y [−0.039, −0.001] 
Indirect 3 X → M2 → Y [−0.033, 0.025] 
 
Note. Strength of association (0: alignable attributes, 1: nonalignable attributes)  
* p < 0.05.  
** p < 0.01.  
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4.3.3 Psychological obsolescence 
This study expected that psychological obsolescence would be more strongly associated with expectations about 
product novelty than technological obsolescence. 
In the psychological obsolescence condition, expectations about product novelty predicted the strength of the 
association with nonalignable attributes: β = 0.213, t(118) = 3.669, p < 0.01. Conversely, in the technological 
obsolescence condition, expectations about product novelty did not predict the strength of the association with 
nonalignable attributes: β = −0.103, t(110) = −2.425, p < 0.05. Furthermore, the relationship between expectations 
about product novelty and the strength of the association with nonalignable attributes was stronger in the 
psychological obsolescence condition than in the technological obsolescence condition: t(228) = 2.789, p < 0.01. 
Therefore, H6.2 was supported.  
Next, this study expected that the strength of the association and energization would sequentially mediate the 
relationship between interaction term (expectations about product novelty and uncertainty) and willingness to 
replace the product for consumers who engage in mental contrasting due to psychological obsolescence. All 
predictor variables were centered at their mean values. The results of the analysis revealed that the indirect effect 
on purchase intention was significant (β = −0.009, SE = 0.008, 95% CI: −0.031 to −0.001; 5,000 bootstrap 
resamples). Table 2 shows the results of sequential mediation model in psychological obsolescence. Therefore, 
H7.2 was supported.  
4.4 Discussion 
In Experiment 2, meaningful alignable attributes turned out to be important to decision‐making regarding 
upgrading such that expectations about these attributes based on present technical obsolescence primed consumers 
for deliberation about the desired future. On the other hand, novel nonalignable attributes turned out also to be 
important to decision‐making such that expectations about product novelty based on psychological obsolescence 
holistically primed consumers. 
As previously discussed, energization is a specific feeling that reinforces motivation to engage in affective self‐
regulatory thought, whereas strength of association is a cognitive self‐regulatory strategy linked with memory and 
cumulative knowledge. In this experiment, the authors found that mental contrasting is necessary in invoking 
immediate action via energization and consideration of instrumental properties and their relation to goal 
attainment via cognitive associations. However, this study still needs to determine the associations between 
obsolescence and expectations about product creativity and whether they are intrinsically or extrinsically 
motivated. 
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Table 2. Results of the sequential mediation model of association strength and energization due to psychological 
obsolescence  
 
Model 1 Model 2 Model 3 
Strength of association (M1) Energization (M2) Purchase intention (Y) 
β t β t β t 
Independent variables 
Novelty × uncertainty (X) −0.082 −1.973* 0.037 0.396 0.078 1.584 
Strength of association   0.618 3.030** −0.132 −1.197 
Energization     0.183 3.820** 
Control variables 
Novelty 0.143 2.279* 0.347 2.425* 0.215 2.815** 
Meaningfulness 0.009 0.180 −0.176 −1.642 0.048 0.849 
Uncertainty 0.084 2.523* 0.340 4.479** 0.229 5.336** 
Meaningfulness × uncertainty 0.039 1.055 0.073 .893 −0.018 −0.426 
Effects Paths Confidence interval (95%) 
Direct X → Y [−0.019, 0.159] 
Indirect 1 X → M1 → Y [−0.006, 0.047] 
Indirect 2 X → M1 → M2 → Y [−0.031, −0.001] 
Indirect 3 X → M2 → Y [−0.029, 0.039] 
Note. Strength of association (0: alignable attributes, 1: nonalignable attributes).  
* p < 0.05.  
** p < 0.01.  
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GENERAL DISCUSSION 
The primary goal of this study was to provide a conceptual framework on how fantasy realization for a desired 
future (mental contrasting and indulging) may affect consumer’s self‐regulation strategies, and in turn, ultimately 
impact the individual’s product purchase intentions or upgrade decisions. As this study is the first to address the 
fantasy realization model in the marketing context, the key theoretical contributions lie in pushing the extant 
boundaries and also testing the robustness of the Oettingen’s model with three constructs that transcend beyond 
the traditional social psychology domain—namely, product creativity, attribute alignability, and perceived 
obsolescence—which we elaborate further in the following.  
First, while the study’s results show individuals to calibrate (decouple) energization level in the mental‐
contrasting (indulging) condition—which is consistent with the extant literature, the more interesting finding is 
that contingent combinations of the product‐–creativity dimensions and attribute alignability to moderate the main 
effect of the fantasy realization model. Specifically, individuals were more (less) energized to engage in product 
purchase when they perceived the uncertainty associated with meaningfulness of alignable attributes as low 
(high). One possible explanation is that a low level of discrepancy with the individual’s entrenched knowledge 
on alignable attributes goes to render a greater level of confidence on the purchase decision. This, in turn, succors 
the motivation to achieve the desired future goal. On the other hand, individuals were more (less) energized for 
product purchase when the uncertainty associated with novelty of nonalignable attributes were high (low). 
Possibly, the hedonic appeal of the unknown (i.e., nonalignable attributes) becomes even more heightened when 
consumers do not have a full grasp of the situation due to their lack of prior experience or entrenched knowledge. 
Overarching managerial implication is that companies need to take a customized approach to their communication 
strategies pending firm’s decision to highlight either an alignable versus a nonalignable attribute as their key 
selling proposition to consumers. That is, for underscoring an alignable attribute, the message sponsor should 
ensure that the target audience clearly understands that functional benefits of the alignable attribute’s improved 
performance. Whereas, when featuring a nonalignable attribute, the communication should emphasize the novelty 
dimension as well as imbue a mystique element to better motivate the target audience to purchase the new 
product. 
Secondly, another noteworthy finding is that the salience of the right type of perceived obsolescence 
(technological vs. psychological) in consumer’s mind may further expedite the individual’s willingness to replace 
their currently owned product, hence, emerging as an important moderator to the fantasy realization model. The 
results indicate that priming individuals on technological obsolescence enhanced the likelihood of product 
replacement only when the featured attribute was alignable, its meaningful expectation was high, and uncertainty 
low, and the strength of association had been forwarded as an underlying mechanism driving this effect. 
Analogously, individuals primed on psychological obsolescence had a higher likelihood of upgrade intention only 
when the featured attribute was nonalignable, its novelty expectation high, and uncertainty high, with the strength 
of association proving significant in this particular configuration. While energization supports affective rationale 
as a mechanism for self‐regulation associated with mental contrasting, the strength of association renders a 
cognitive explanation supporting the fantasy realization model—which had not been proposed previously in the 
extant literature. In this context, an evident managerial implication would be to design marketing communications 
that make salient the right type of obsolescence (technological vs. nontechnological) for the particular attribute 
kind (alignable vs. nonalignable) in the consumers’ mind. 
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DIRECTIONS FOR FUTURE RESEARCH 
Future researchers may also examine other self‐regulation strategies such as reverse mental contrasting and 
dwelling, the former of which entails a comparison of the present reality to a desired future and the latter of which 
involves only a contemplation of the present reality (Kappes, Singmann, & Oettingen, 2012; Oettingen et al., 
2001). From the firm’s perspective, marketing strategies should be developed to encourage consumers to engage 
in mental contrasting, which sensitizes consumers to their own expectations and allows them to pursue their 
selected goals. Consumers can be taught to utilize mental contrasting as a self‐regulatory strategy by being 
prompted to think not only about the meaningfulness or novelty of the future product under consideration but also 
about present obsolescence, which is either technological or psychological. As shown in the manipulation of the 
advertising in the experiment, mental contrasting expedites selective goal pursuit. Consumers then recall the 
benefits and values of goal attainment that increase the probability of purchase.  
The amount of information is also a very important avenue for future studies, since more novel information 
related to nonalignable attributes may undermine goal pursuit (Norton et al., 2007; Ziamou & Ratneshwar, 2002). 
Associations with nonalignable attributes may then be dispositional and therefore linked to intrinsic motivation. 
Combining intrinsic motivations may undermine goal pursuit; combining intrinsic motivation with extrinsic 
motivation, however, may reinforce goal pursuit. This contrast presents an opportunity for motivation research, 
especially studies of motivation sequences.  
Furthermore, future experiments could include bogus compliments or positive feedback about the creative 
potential of different products to examine the effects of consumers’ reactions on goal attainment (Oettingen, 
Marquardt, & Gollwitzer, 2012). In reality, however, it is challenging to stimulate consumers toward goal pursuit, 
and even more difficult to encourage them to engage spontaneously in mental contrasting.  
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